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Abstract

The objectives of this research were to study the concept of cultural landscape and analyze legal
measures for protecting cultural landscape of sea salt farms in Thailand. An international comparative
examination was made of cultural landscape protection law and relevant guidelines to apply to the Thai
context. Results were that urban planning and environmental protection zones would not suffice to protect
cultural landscape of sea salt farms and Cultural Heritage Law cannot apply for protecting cultural landscape
in Thailand. These findings suggest that the legal status for cultural landscapes as part of cultural heritage
should be made to protect the cultural landscape of sea salt farms.

Keywords : Cultural landscape; Sea salt farm; Cultural heritage; Khok Kham
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Abstract

Whale sharks, the largest fish in the world, are the migratory species found in all tropical and warm-
temperate seas across the globe. They are significant parts of the biological diversity which create sustain-
able ecosystem. However, whale sharks are now classified as rare sea animals and endangered species due
to various threats causing the decrease. It is proposed that legal measures on effective protection to
combat the threats are vital for whale sharks conservation and protection in Thailand which would lead
to their continuing existence in Thai sea and worldwide oceans.

Keywords : Whale Shark; Migratory Species; Endangered Species
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1nINsdlviEndaniTen (Green Roof) uundsaeias Wuasmsvisildiunmsseuiunnuaneussing
Sanwnsatanludlatymaanadendleddedalusidsunasiimudiu msiseisdituiefnuwaannsns
YINQUINELAZINATATAETIAN 9 TiAatesiunsdeliil Green Roof Tuiwansammamuns Tagliisnside
Wisuisuiussmauaun Swannnsidenuin Ussmalnedlaifiinasnismanguanealidadusunisdal
§ Green Roof LMt AslABNSS WATHENUTN SUNRSNNSRILNGMANEAIUANDIANT NOMNENITALETING
oyfnindany waznguinensiadesiaenadesiundnnisueinisesnuuueinsilisanaynnseeniuueIAsiile
MseysnEndsny Ssanansnthanusuldiuvdnnsvesnsdalid Green Roof vundsaenas Uszneufunisii
1msMIMaATYgmansiintiatiuayuliiingnoains Green Roof Uuvdanienms tielinisieasns Green
Roof vumdsanenaslunnsanmmnuasintuosadusUssuld
ARy : ndsadien ; Aunndeudles ; eufndndanu ; ingarmdou

Abstract

The measures to promote the construction of Green Roof on the building’s roof is a measure that has
been accepted by many countries that is able to solve the urban environmental issue holistically and
sustainably. According to the study, it has been found that there is no legal measure to enforce the instal-
lation of Green Roof directly. However, it was found that there are legal measures of the building control
law, energy conservative promotion law and the city planning law that are consistent with the principle of
Green Building and the building design principle of the energy conservative which can be applied with the
Green Roof principle of the roof. This includes applying the economic measures to support the installation
of Green Roof on the building to allow the construction of Green Roof on Bangkok’s building practices.

Keywords : Green Roof ; Urban Environment ; Energy Conservation ; Urban Heat Island
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Abstract

The objectives of this research were to examine the discriminant analysis and logistic regression
analysis for prediction in decision making of government organization choices after the 4" years graduation
in the Faculty of Management Science, Uttaradit Rajabhat University. The sample in this research consisted

of 212 students in the 4" years of the Faculty of Management Science, Uttaradit Rajabhat University using
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discriminant analysis and logistic regression analysis to analyze the proposed hypotheses and using descriptive
statistics to analyze demographics data. The findings were found that factors affecting the decision of
government organizations choices after graduation include personal factors and expectation variables from
the family which were used as variables in the analysis is a significant variable in making the same decision
in both methods. And the decision-making pattern using discriminant analysis methods can be accurately
identified 73.1 percent and using Losgistic regression analysis methods can be accurately identified 74.5
percent.

Keywords : Discriminant Analysis; Logistic Regression; Prediction; Decision making government organization
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wurAaigafuussgdlanaznisinaula

PNMTANET 1903 HDSN LazAmy (WSNT \HeudiuaY waz YayeuSod dususTmude, 2559; 91989970
Herzberg,1959) Ifimsanwaufianelalunmsvhau wud fitadeiiAdestumniniituayeuidnils
wisenlsidy 2 Usziam Ae Uadegela (Motivator Factors) WutladeiviliAsmufinelslunuiiinansinuni
TumsunnuesyarafiinrudiusiuGosnulasase WWun suanudida dumsldfumsseusuiuiie fudnuvaus
U AUANMNSURALDU AUAMNATIVLLUATLALINITINU L,Las‘f]a]ai’aému (Hygiene Factors) Wutladefitostulal
Aeaulimelalumsvhaiuvesyasa WudnuugtadeiiRnafuanmziadenesau liud Mulduidou sulena
flaglFFuemnuimihlueuen sumnuduiusiudlddsiutam fusauzvesendn fuanuduiudiugiiy
Fogmn Fruarwduiusiudion duaninnsienu duaranduegdnin duarusiundunu aglfians
Hade Madategdlauasdatomquagdesdanduninuhduineasaiiiyanaiaaufelalunuld

uenaniinsddulavesyrealaeiillummguiesdululudnuasitingue Satndulumudeauuigiud

o w A

diey Ao 1) nnauasilnuindafowadld Uszneunsindulavesmn wazaziimslrimtnseinasisneg fuduou
2) naeuaziianudmnuiilaluGesineg MAstesazusadiumadensieg winidegld 3) ynauasiinuannsa
TunsUssidiuusiazmadon feinausisne fifled uaranunsogadlddemslimimdnruturesuiasnaden uas
1) nauaziimsmuaupuediifesdenynadeniiiinumgsaniane (veinn eusisdlnyad uag \Wenwy eriauga,
2561; 9198937N ATy IR, 2523)
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Hagtuesdnimessiunfalmilumsuimeminensyana lunsuimsnuadslidy “afweinsyana”
forfuduning (Asset) vosoadnsidanmiu “yu (Capital)” #50 “yuuywd” (Human Capital) wuAndl NBIYAAE
Tuusiazeuidstiauageegniely 1oun walulad eug sinwe Uszaunisal wazanssauriureg uaziln
Fufulunsufofon wu sinuzidaneda uinnssu mwAnaiuassduazaussouzlunsidudih essganu
di599et0ehns asAnslafiuuywdiniend favanunsoBusgluanusfivionitesdnsgudsldvislutiogtuuas
au1an (Ulrich, 2015) mw'%mﬁmmsw%’wmﬂiqﬂﬂamaamﬁmﬁﬁﬂizﬁw%ma Ao Ny lvauluasAnsanusausu
Fwaviorvur g q Tiaainnsudsuslamesdannwndenfiunnsenuesdng ngldinee wse39lauaznIs
Toiynannsléfidausn (O.Glenn Stahl, 1962) fatiu Tudhagiiuasdnaniadgiusuiduanimuadonlunsyiey
nslilemanazarminovthluendn Ireunalunisdindula msasisesdnsliinnusiuag ussdnaiduindede
wazifuflseniuvesdsay maiiinussgslarmeuuyuiazaiannig eliannsauisduiunagsfanieniaenyuls

ueNINT  Hewitt (2010) seyiitladonasesnsiifdvsnadensidenanisdadomelunazaneuen uas
fanandnin yaradnilvglldsudvinanedniviewifeants ueaudenadwnunsAne vansausiadulan
auaulanazanuUsonlaglismddadameuunuildiuinazannrietes luvaeiiuisausndlannselsfinn
wraenda lunugl Omari (2014) vnsAnwnin adeiiinadensidenerInueindnw wagasuinnisdenadn
Rerdeatuanimuandon Tena et uaztlidedauyana Mberia and Midigo (2018) nanafia wuAnves
Lent, Brown and Hackett (1994) msanauladensrdnuazJadeiiinadensidenardmieidesiuauaula
Usgaun1sain1sisens NMssuianuanunsovesmuesuazauamaniavnuela
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wuaAnREafUNs ATz IwunUszAN (Discriminant Analysis)

MsiATEEsuuNNAuREmATA Discriminant Analysis L3N saaATidRnTeisuunngusioug 2 ngu
U Fremsdesginndudsey 1§ waefuusdasziaue 1 fuly milnseiieisduenainazanngn
Fuunaruuanseszienguliudn fanunsavenusyanam videthmiinlumssuunvessudsveanduld (e
Uszasd L3, 2553) fmguszasdvesmsiiasgidiuunngy fie 1) ievmauvssedadeiimsldlunisutsngu
2) ieaisannisiuunnguiiaignandeya 3) ilethaunssuunnguanlineinsalmeinmeilvsiiauasin
Ieglungula (audsvasd w@undn, 2553; 91989910 fagn Mdvddaywn, 2550)

wurAnREafuNsIeszinisannasladafng (Logistic Regression Analysis)
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1. Uszunsuaznguiegng

Usemnsililumsidendsd Wud dhAnwdudfl 4 aneinernisdans wninends masgensing S1uou
300 AU ANNANGUTIDEN9NETT Yamane (1976) fiszfumnuidosiu 95% ldngusegisduiu 172 au wagluns
Anszinmsannesladaing wwdedduunndetie n = 30 p Ined p Ao Swusuusvhune Tuns3deilimun 4
fauts oun Jadeauanmuandeun Jadesulenia anudrmin Jeadeaduyeraazladasuesdng Jedadld
vnfieg1segson 120 frag1e fatu wuiediegnesiuiu 172 eu fedndulumanasinstmunauadiogg
TnggIdevinisuanuuuasunuduiu 250 atu lasunduAuanuaziinnuanysaldnuiu 212 ady

2. invasileflilunside

n93delundsil Huuuaeunu (Questionnaires) WWudesdiolunafiusmsndoya lnewdsoondu 2 du
gl 1 Aoieafuteyailuvesgreunuuasuna Inednunrdaudunuuidonneu (Checklist) wavaamuil 2
Jumanudeduiadeiinadenisdnduladenssdninafslunmsvirnundsdidanisine wadu 4 Jade Téun
Uadesuaninwinden Jadesulonta euinnth Jadudruyarasazladesuesdns s1uu 20 48 lnewdu
AMOILUUINATIEILUTENAAANIABY0S Likert (Rating Scale) Tnsusiazteutadu 5 sziu fie wWiusheanniiga
(5) Wiusheann (4) wWiusheuiunana (3) Wiusheties (2) uaziiuseosdign (1)

3. MIATIVFDULATEETDATE

fidunsnaeuguamveiesioitemenimsaaeuaaiismss (Validity) wagnsasiadeuruidesiu
(Reliability) i

3.1 MsnTRapUANIismsaduiion (Content Validity) lnsnsthuuuasuaalig@enmafiansanmim
ADAARBILATAINATOUAGUUBITRAININAUINGUITEAIAT09 W3 Inansinsigvirdelinnuaenndes (10C)
1A1581379 0.50-1.00 kanedn Y10 uilANaenAd 0anUIngUIrasfvesuldy (waesnu ik, 2543)
Tnedemaumndarunasiddriauaenndos laedanunnnii 05 Fulunnde
3.2 MInTIRasUANLITesiu (Reliability) Tnsvuuvasuanilunaseunnudesiufungusogns udnian

Ainszirnuideiuvesuuuaauny Tnensmanduusyavswearives ATaUUIA (Cronbach’s Alpha
Coefficient) fifnsgning 0.920-0.926 Tnefmuslviearuniidedeldvesduusyaviwoaiuinnii viewiniu 0.7
(Nunnally, 1978)
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m91dunsall WadRlunsiinsesitoyafeadifdmssaun (Descriptive Statistics) Ussnaudne a1
frunufesay Aiede uazdrudsavunasgu Wumsleseiteyamlvvesnounuuaeuay melinsizsiany
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ALY IATIEIINUELAETUNUTENNMENTIATIRRIRUNUTEAYN (Discriminant Analysis : DA) WagnTiAsIen
nsanneuladannd (Logistic Regression Analysis : LR)
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Uszinnesansiunsyhaundedisanisane dauluafinisiauny s1uau 187 au Ancdudesas 88.2 dunisain
wiweensoundd dnlugaseuniiaanisliiiinuluesdininindy 1wiu 127 au andudesaz 59.9 wazau
Uszaumsadlunisvinunionnau diulngiivszaunisallunisinuesinsnasy s1uau 109 au Andudovas
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2. HaMTiATIwiALRAY @adauulnIgIu A1 VIF (Variance Inflation Factor) tilensavaautlam
Multicollinearity szminssuys wazmsinseiandulssansanduiusifionagouninuduiusseninsuds vos
Hadunsinduladenasdninafslunmsviinn uanseasBendameed 1

o ' N ! a ! " a £ LY A
M99 1 LERIAILRRY SIULVIUUNINTZIU AN VIF wagAduUIsa@nsandunus

v Uaeiu Uaeaulanig/ v . Jadeanu
Aauus y v e Uadedauynana . VIF
ANTWLINADY AUAIINTIN 29ANS

ALade 4.17 4.27 4.26 4.30
damﬁmwummgm 0.423 0.448 0.437 0.457
JasuanuanIn 3.187
WINADY
Jaduaulania/ 0.714%* 2.887
AU
Uadgauynna 0.810** 0.751** 4.068
Jadeaunanng 0.710%* 0.756** 0.780%* 3.121
ANsLaRNUIELAN -0.140* -0.063* -0.149* -0.141*
29ANS

** fisgauilediny 0.01, * Nszdutivdfgy 0.05
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3. wamsagimssuunideiidmadeonisdaduladenasdinsnadglunisieuy Memsiemgiduun
Ussuam #2875 Stepwise Tngnsadsaunsdinmedinssiuunngy anmsfiansanenada fol

HANITHATIENAMULUTUTINTINVRIRILUTDATEVRINGUAIBE1I MEada Box's M N153ATIZ1AN Eigenvalue
Aanduiudanlufinen wavnisnTiadeutudfyvneadi (Wilks’ Lambda) wanasannsnsd 2

M990 2 NTIATIEIANNKUTUTIUITINVRIRILUITBATEUDINGNRIBE1 MBada Box’'s M A1lawiu anduiusen
luileauaziafiauyn

Box’s M
Eigenvalue  Canonical Correlation Wilks’ Lambda Chi-square Sig.
Box’s M Sig.
6.345 0.099 0.363 516 734 64.673 .000

9NN 2 MIRTIRABUAMNLUTUTINT YRl sBaTE YR INgufeg1 fLadA Box’s M Ransanain
A1 Sig. > 0.05 kARSI WNEsNgANULUTUTINTINTRIMILUTBaTEvRINguieg s liauIisuiy Alewi dia
Wiy 0.363 wagenanduiusanludaea Wiy 0.516 waneiaasaesuIeauLUsUTINveIiUsnL (0.516)
Ie¥evaz 26.62 MsanA1iaduastnn fld Sig. 0.000 < 0.001 wansin aunswuANgLITAT LT Tod RN
afi fiszsu 0.001

NPT uunfLsdwasion sinduladenasdnsnmasslunshandildsumsdadendnunluaunis
LAnIFINTIT 3

] 1 :{ 1a [3 L1 o a o 1 % = 3 o
AN9199N 3 uanIAaNUIEaNS LLﬁZﬂ']’JaﬂLLﬁSJUﬂ’]‘UBQ@]'JLLU’iVIQ']LL‘uﬂﬂﬁqﬁ‘IsLuﬂ'ﬁﬂﬂa‘iﬂﬂta@ﬂﬂx‘iﬂﬂ‘ﬂuﬂ'ﬁﬂﬂﬁqu

D < ANdUUSEANS VD9
ANFNUSZANSVDS o .
o o . AAULUIALLUN D a e .
Auds AALLUIALUN A2aALLANUAN
- Tusuazuuu
Tusuazuwuufu v
v UINTFIY
Uadgdruuana (X3) 0.949 0.412 0.978**
ANSANNWIIVDIATOUAS? 2.275 0.981 0.768**
(Wivihauesdnsniasy) (Expectl)
ARSI -5.412
ANRAYYDIANNTTIMUNNEY
(Group Centroids) 84AN3N1ASY 0.540
Lildosdnsniasy -0.665

v o w

** saunedfny 0.05
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9NANT197 3 RsanALaABIBINgY (Group Centroids) WUl nguiidonesdnsniady flriade 0.540 uaz
nauiidenlaldesdnininig flriade -0.665 Feflruandafuann wansiaunsanusaduunnguléd uazti
fsrAvsresiudsiuunindeuaumssuunngulusuazuuniu wovasuuuaasgiuld dl
aun1sIunngulugUaziuuRy
Y’ =-5.412 + 0.949(X3) + 2.275(Expect1)
aun1sunngulugUaTiuLLnSg I
Z = 0.412(X3) + 0.981(Expect1)
fudsluaumsduunngy ansnsaduunnguldegiitoddymisadanseiu 0.05
4. wanFinsinduiuduestadefidmadenisinduladenssdnsniasslunisviien fenmsiinsering
annosladafnd ¢eds Backward Stepwise (Wald) neflaunisaianisal anuhazidulunisdenssinsninsg
uarlillvosdinsnnsy annisiansandada il

AN 4 NISYAABUAINULNILANVBIAILUY FIganRve9 Hosmer and Lemeshow, -2 Log likelihood, Cox &

Snell R Square l.a¢ Nagelkerke R Square

Hosmer and Lemeshow Test -2 Log likelihood Cox & Snell R Square Nagelkerke R

Chi-square df Sig. Square

5.363 8 0.718 227.7153 0.260 0.348

NPT 4 MIvegeUANLINEENTRlunaMYETATeY Hosmer and Lemeshow WuUi1 Sig. > 0.05
wanedn lumadimnuninzaulunisesuienisdeduladenasdniniasglunisinau Assdududdy 0.05 was
A1 Nagelkerke R Square wana31 fUsdassluluwmaaunsassuislonalunisidenadininiasy lnseeas 34.80

M990 5 wanen1sTiiAsIeinsannesladanng fulsidmadenisanduludenasdininiasglunisiau

Aauus B SE.  Wald df Sig.  Exp(B)
Yaduauaninianasy (X1) 0381 0.692 0.0303 1 0582  0.683
Yaduanulonia/munnvii (X2) 0343 0543 0399 1 0528  1.409
UJadudruuana (X3) -1.155 0391 8731 1 0.003 0315
UaduanuesAns (X4) 0.137 0.638 0046 1 0829  1.147
nsaavisvesaseuaid (viuesdniniasy) -2.077** 0368 31.835 2 0.000 0.125
(Expect1)

Constant 5.829** 1746 11150 1  0.001 340.148

o w

** Pseaunedfny 0.05
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13197 5 ArduuseAvsnisannesladafndvesfuuunsdnduladonasininasglunisiiau wud fuds
Sasyiinadensinduladonussinnesdanslunisinu fe dudstedvdyana uazmsmaniwesasounia
(Fuusvu Taedinmsmemiaesnseunir (ifinnsaiane) Wudnwardnede) deidethunduiudssnluns
Fipsnze Fenuin ushulsitnasenisdaduladenusunnesdnsiunisvieu fsedutedfy 0.05 wavaiunse
Feuaunsmsliesginisonnesladaindle fail

Z =5.829 - 1.155(X3) — 2.077(Expect1)

Feaziiuindl x3 Madudnynna) uas Expect! (MImanimesnseunr (rieuesdnsnia

nadanensinduladenysannesinslunsinnu fissdutedifey 0.05

'
U aa v o

5) Niltadfiny
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Abstract

The objectives of this research were to 1) investigate the level of happiness in work and the level of
commitment to work, and to 2) analyze the canonical commitment between the happiness in work and
the commitment to work of the community development specialists at Department of Community
Development. The samples of this research were three hundred and seventy-three community development
specialists at Department of Community Development selected by random sampling. The questionnaire

with the five point rating scale was the research tool. The data received were analyzed by percentage,
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mean, standard deviation, and Canonical Correlation Analysis.

The results revealed that when considering at each aspect of happiness in work, the aspect of work
passion received the highest mean score. Next on down were the aspects of recognition, achievement,
and human relations, respectively. On the other hand, in terms of commitment to work, the aspect of
dedication received the highest mean score. Next on down were the aspects of feeling that the job was
important and a part of their lives, and enthusiasm, respectively. In addition, the results of the canonical
correlation analysis showed that there were four variables of happiness in work had weight values that
affected canonical variables, and there were three variables in commitment to work had weight values that
affected canonical variables.

Keywords : Happiness in Work; Commitment to Work
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DE3 vanefs Aavssjsiuyulunsvhausuanuidnieudanudfyuasfudmmiloesdin

N13ATINEBUAMNTNLATEATIDATE

fAfevinsnTaseuaissnsadailon (Content Validity) nsnsthuuuasuamuauidelufinsaneniu
denndosuarAIIATEUARNYRITaMamAUTngUsTasiveuids Tnegiorvgainmsinsesidfuia
a@onAdes (Index of Item-Objective Congruence : 10C) §ifiBawaywuin fiAsening 0.50 - 1.00 uandliifiu1 1o
AMouflienuaenndesiuingUsvasd veanuAdy sednd gddew, 2551 Inedemauynderiunasivazannsn
inlullunsaeunuldeialasfianannni 0.5 duly yadednnuvhnisinsgimneanudesiu (Reliability) Tng
nsthuuvasumulunageumuidesiu futindvnisiauguy $1uau 30 au ntuaiesginnudesy
yosiuvaouam lnsn1smandulseavsioavivesaseunia (Cronbach’s Alpha Coefficient) wu31 avaaulung
yhau fenanudesiu winiu 087 wagarugsimlunsvihay Sernudesiu windu 0.89 Tnefvualii
AnatdeieldvesduUssavaneanidaAuInnin WeewinAu 0.7 wanein Lﬂ%"aqﬁaﬁmmmﬁaﬁuqﬂ (Nunnally,
1978)

£%

N5 ideya
MINATILIVINTINEAST Anszideyameiniosnauiiamesiaglilusunsudsogy SPSS wuseandu 4

d
Fupou il

Fumpudl 1 vhmsliesgidoyadiuussrnsmansveainiv s RAIYLTUN SINTRAYNTY. TAT129
toualnelinmiuaziosas

Tunaud 2 vmsiesgisrduaugulunsiha wayeusjsiumlunshauesinivnstauge
nsuMSiUYNYL aBATITTAT129 Ao Aads (X) uazdrudeauunnsgiu (S.0) msuamuvsnevesriade
PN AUINATI@IUUSEIMA 5 Seu il 1w sandian ann Yrunans tew uastesdian

Tumaudl 3 yhnsnTeendudsyAvsanduiusedneiie () seisenugulumshautunugsiurm
TuN19591M9UvRINIVINTRRUIYUBY NSUNISHRIUIYNYY

Sunaudl 4 vhmsiiaszimanduiualulireasswieanuadlunmsihouiuamussimuslunsho

YIUNIPINTHAUIYUIY NTUNTTRIgNYY TnTeilasldnisimsisvanduiusailuiaea (Canonical
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Correlation Analysis) lngagyinnisuianaainaAiCanonical Correlation, Canonocal R?, Wilk’s Lambda, X * wag

p-value

NAN153Y

1. 1ndegnafigu nsumsiannguvy anunmlassndlvgiduiudgs S1uau 288 au (Gevaz 74) 01y
5¥UI19 30 - 40 U 9117U 228 AU (5ouag 58.6) @01UNIWENTE 911U 240 AU (Favag 61.7) syAun1sAneIUS e
§13 31U 269 AU (Fawar 69.2) glidwnategiadmindiuau 319 au (Feuy 82) Meldnawion 15,001 - 25,000
Tl $1uau 252 au (Gevay 64.8) sroxnain1svineu 1 -5 3 1wy 222 au Gewas 57.1) warilsedusiumi
Y9UsTAVURUANS 250 A (Sosay 64.3)

2. syfuuarlumsvinnuvesinimnmsianngusy nsunsiamge Tunwsn faedsegluszduann
(X = 4.3, SD = 0.425) Beamudrduanunnlutiossiedn §ai sruanusnluau X = 4.44, SD = 0.419) §1unns
Tesunseausu(X = 4.34, SD = 0.456) suradnsatuaiu (X = 4.29, SD = 0.388) wazaunisinnaduius (X =
4.28, SD = 0.438) AUEITU WanT FIm597 1

M990 1 sauaNgulun1sinay veaindv N s NTUNIHARILIYNYY

augulunsineu X SD  sEAu @y
1. funsAnRoduNIS (HP1) 4.28  0.438 1N q
2.01uANUSHIUIY (HP2) 444 0419 110 1
3 punadsaluu (HP3) 429 0388 1N 3
4. gunslasuniseensu (HPA) 434 0456  wn 2
IOtV 434 0425 310

szuansjsiurmlunshauyes dnivmsiamungueu nsunsiaungusidunmsddiedeegluseiu
110 (X = 4.21, SD = 0.520) Beapudsuainannliiies s18u ai srumnunsyiededu (X = 4.16, SD = 0.531)
auaueienuliau (X = 4.28,5D = 0.476) LLasﬁmmmiﬁﬂ’mmﬁmmﬁﬁiyuazLi‘lud’auwﬁwaﬁim (X = 4.20,
SD = 0.553) HAnIRIRIIe7 2

M990 2 seauAuatuumlunsviney veain v N s Ly NS SRR

anujsiuvunlunisvinau X SD  §2AU  @16u
1.AuAUNsER03eTY (DEL) 416 0531 N 3
2. upsafianuliau (DE2) 4.28 0476 W 1
3 supdEninnuiimuddnuazidudiunilsoosdin (OE3) 420 0553 3N 2

37U 4.21 0.520 4N
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3. MIATiAdIUsEASandusagisie () serinsiuuslugaamgulunsianiuanugsiuum
lunevihaw wud dierwduitusiuilaededussdvsavduiusssriaileneyszwin 0.494 - 0.784 Bedusiusiiy
mavnegaiitodidynieadanisedu 0.01 MadagwuI senisafuysaugalunsyhnuiuyaa iy
vplunshaulifanduaud Tnesuusifinnudiusianguiu 3 ddu Gosanannlutdes ldun arwaelu
mMshasumslesumseeniuHPe) fuasssiuuilunsvhanusuaunseiesedu (DE1) dandudszans
anduius Wity 0.716 Avwgulunmsvhaufunsieseduiug (HP1) Aunrasjsiuyulunsyhanufuania
nsefesesu (DE1) dduussavizanduius windu 0.687 wavanugulumsvihauaunisiasuniseeusu (HP4)

a

wazausaduumlunsviausuaueianuliau (DE2) UAdudsyanSandunius iy 0.681 wanadn fauus

Masenguiianuduiusinunguiuegamngaudniunsilvinszieanduiusalulinealudusioly wanids
M1319% 3

M19199 3 Aduyseavanduiusednsdie (1) seninsanuaulunisineu (HP) duanuysiuvam Tunisieu
(DE) w29 dvINSWRILNYUTY NTUANTWAUIYLYY

HP1 HP2 HP3 HP4 DE1 DEZ DE3
HP1 1.000
HP2 0.602** 1.000
HP3 0.533** 0.565** 1.000
HP4 0.642** 0.638** 0.692** 1.000
DE1 0.687** 0.528** 0.583** 0.716™* 1.000
DEZ2 0.622** 0.555** 0.499** 0.681** 0.784** 1.000
DE3 0.608** 0.494** 0.595** 0.661** 0.728** 0.739** 1.000

** JpdAgyneananszau 0.01

ﬂ%ﬁmﬁuéﬂﬂuﬁﬂ@aizwj’]\ﬁg@]gﬁLLUiﬂ’J’]@JE‘jﬂumiﬁN”IuﬁIU‘qm(;f’JLL‘LJiﬂ’J’lmJ;flﬁuvjﬂJL‘Vﬂuﬂ’liﬁ’lfl’m Jsgnou
% & a 6 & a Ql' a0 U 'y} 6 a 1 [} 1 1 Y}
Ay Hentualutlnea 3 Wendu leeilenduailuiinead 1 daranduiusaludaeawindu 0.813 A1 p-value WAy
0.000 NsgRutidAyv19aia 0.001 agyndiwusisaesyn danunlsusiusiuiu Sevar 66.2 (R * iy 0.662)
o U & a d‘ a0 U 'y} I3 a 1 v} 1 1 [y} d' Cq./ U o U
dusuilanduailuiinean 2 dranduiusailulinea Windu 0.265 A1 p-value Wiy 0.000 NszAUTYEIALYN
a0 0.01 TnefianukUsusiusiuiu Savay 7 (R Winfu 0.070) wazdmSuilsidualudnoadi 3 Senandusiusan
TuilAea winfu 0.100 mlmmuﬂmﬂmmwaam ma]aﬁ]ﬂummwmimmmmﬂmmmﬂmﬂﬂuuﬂaa danaloifandu
miuuﬂaam‘[ﬂjaﬁmsmmamwuﬁiumwmumaq 2 Hlaridu e esdualulineadt 1 uay 2 dwsunisdenileidu
TunseSueanuduiusseniediwusiu msdenldlnduniimanduiusalutneaainitlunisesuieanuduiug
5817I9UT (cheanchana , 2015) nHantalu {Ideadenliflnduanluinead 1 Jallmanduiusanluinea
Mgeiign Tun1sesunganuduiussenineiulsians fannsei 4
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M990 4 anduiusanludineaseninyadiwusanugulunisina dugadiwusaugaivjum  Tunisvieu
VBIUNIVINTARILNYUYY NTUATWAUIYUYU

Canonical Canonical Correlation Canonical R2  Wilk’s Lambda X’ p-value
Function (R) (R?)
1 0.813* 0.662 0.311 42942  0.000
2 0.265 0.070 0.920 30.57 0.000
3 0.100 0.102 0.999 3.76 0.152

oo Tl yn19aBAfisedu 0.001 Multivariate test of significance (wilk’s Lambda = 0.311, p = 0.000)

flarduanludinead 1 fuuslugaauaulunmsvinu wasyaduusaussiujumlunsvinuliaduysed
vosrndlszdvslassadeganimiewinu 0.30 ynda Ineyndfimudiusideauyni wasidululuiamafedtu
namfe dindanisimugusy Ianugulunisinuiiunisisseduius auanusnlunu sunedisalunu
sunnslasunisensueglussduin szdmaliindvinsiamungusuiininusjsiujumlunsinudiuaiig
nsgfedou ummgiiraulinu ufsuauiin Noudauddyuestudunilsodineglusyiui wudu

definsananudiniusidaduresiinsanugulumaianuagduuseassimuslunsiheny wui
AruduiBaduresiaulseugulumeihe Senndnalulineasdlusedugs gefian o arwgalunisyia
sunslasunseansu (-0.753) anugulunisinusmunisfinseduius (-0.708) anugulunsyiuiuradisa
Tusu (:0.620) wazarmgulumsvinnusuarinlunu (:0.569) audiu uandlifuiudsia 4 dauds faan
wsunumiulusefuge uazidlefinnsanauduiudidaduvesiudsenasjaiujumlunsihau fiAmiwiinan
Tullroaoglusziugs geftgade Avmsjsiuvulumsvhanufuaunseiesedu (0.778) anusjshuiumlunis
yhausuaugiirnulien (0.718) wazaugsiuumlumsvinusuenuidninauiirnuddyuasdudiu
yilsr03din (:0.716) gy wanslidiudauusiia 3 dauds SmnuuUsurusuiulussdugatuiu uandefinsan
womsngvessimiinaluiineavesisassyadauls nud finfesmnemiloutuuanshiuusnddiauduiug
TUluiienadieaiu

wafilsanmsnneianduiusaludaeaileiduill wandifiuin awduiudserisiuysanugulunis
yhau uazanasiuiuvlunshaudmadaiusasfuluiisnaieniu Ssaduayunguiiiioadesiunrualu
mMsvhauitgliguimsamsaldfnusineg lumsiunsanudidavesanusiuaumlunsianulsynd
Tngnmsautugeiuusarugrlunisvhauasaesuissmiugaiulsersjsiuiurlddosay 68.9 Ssogly
seuge (Muauann (1-Wilks Lamda)x100) = (1-0.311) x 100 = 68.9) uanaien31sdi 5
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M13197 5 Andudseansenlutinoauinggiu wasduUseanslaseaineseninagafinys

Wangun 1

fauds Coefficients Structure Square Structure Canonical  Canonical Cross-
Coefficients  Coefficients (%) Loading Loading
ﬂ??ﬂ%’jﬂiﬁﬂ?iﬁ’]mu
HP1 -0.445 -0.871 75.86 -0.871 -0.708
HP2 -0.005 -0.699 48.86 -0.699 -0.569
HP3 -0.156 -0.762 58.06 -0.762 -0.620
HP4 -0.529 -0.926 85.75 -0.926 -0.753

AR RFAREGYY R IR Ta gt (e Nty

DE1 -0.564 -0.956 91.39 -0.956 -0.778
DE2 -0.206 -0.883 7797 -0.883 -0.718
DE3 -0.316 -0.880 77.44 -0.880 -0.716

nfinanandnasi wansliiiuinnnudriusssrinsiuusmnugulumsinuiuaussiujulunsiham
fudsradetunassulufimnafiontu Saifuayunguiiiiedes fuanuadlumshauhaunsoldsudmadu
u1viungas s mlunsinuldyadansadsudunmanuduiusvesanluineailad dud 1
e ausunmdi 2

. Umitinanludinea dwinanluilnea
ﬁ’]uﬂﬂ?[ﬂﬁﬁ'ﬂﬁﬂﬂ‘l&n

s s I3
ANAUNUD Anuaunszasatu

Aluiinea

m .
Fruanuinlueu

FumaugTiamliien

ATUAY -0.813

Tuns

14U

Frunadrdaluau

& [ - P
fﬂLﬂ'ﬂ:\.Ea NITUELATINE ALY

L r} s
LASLUATUMUITATIR

-0.716

FrumslATLNFERNT

WNUAWT 2 SUuuAdTusvesauarlunisinau Auanugsduiumlunisiey

MNnuRUAMA 2 namledn fuvseludineavesanugulumsiauiuaasjsisslunsihauiiang
duiusiuluszdugdluiiemadiontu Tnssudselulinoavesmugulumsieugedign Ae anugalunshau
sunstisuniseensu sesawnde Anugulunsvhawhunsiaseduiusanuarlunsinuiunadisalunu
wazaugulunsiesunnaslunumudiy wasfuusaluiineaveseussuiuyum gaiign fio Al
vuwlumsvihnusuaunsgiesodu anusjsiurmlunsinuiuanugiemliounasanusgsiujluns
yhaugumudEninuianuddyuanudumiwedinmudiiu Jananléh fumndiulianudiudiu
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d3Uuazaiusnenan1sidY

nnnsfnwanudiiuserinsanuaulumsvhausazanusisiuuwlunshauesinimnsiaugsu
nsunTAgETY wud fudsiiaesiuysiiauduiusfuasdamdussAvsanduiusenludinealuseiugs
il

1. pgelumsiausesinimmsiauigusy sunsiauigusy Wefinnsansiesu wuin dndvnis
iy nsun sy daugulunsvinueglussduinnynd wazidlefinnsanusiayiu Fesdduain
snlUtios Ao Aruaruinlunudumsldfunissensu dumadiSalunu uasdunsadeduius s el
dlesnantnimmsiamnguey nsunsiaugey TunummihilunsdaaiuaiuayunssuiunsSeuiuas
nstldusmmesUszvvuluguuuuingg saemauduiivinuilumsduiunuimunyguyy TiiieTetsnuinm
guw wdunaiu dndnmsiaungusuinuieanusnInisenuianniagilasaziiuguailunisuion
il dalinAneugrlunshauiagyhanuiiesusudenndesiuniiduves (Uivan wugay, 2552)
fimsfnwifnafutladefitiadenmaulunsvinuresiisanesdsfunseiuiens Magsiaa 5 dwia
Fasdlvl fnuidadeduanusnlunuiinaderuadlunsieny aesrdestunguiaudomismudduduges
(Maslow, 1987) findnfis AUABINITVBINYBEINTAUABINITANUS KA NITEBNTUIINEIAN (belonging or
social needs) umnussnslumsegsiudu msldsunissensuanauduiirruidniwieadudumisvonay
yadspanufivensuveseumelugmiumsdnniannyuniliiurathuieelmasmmidnhmildsumseensu
Mty dsaliindnnsfaugusu nsumstaunguruinussauaiuwasyulun iy
daaliinnadnsaluauunung

2. anusjasiurjumlumsvihanvesindynsfaungusy nsunmsiagieuilefinnsansiesu wuin
Fmsiamngey nsumsiaguvy Tanudaiujumlunsinueglussiuinamniu waziloiansanusiay
fu Fesdduanunnlutios fe suanugfiamdiiiuau suanuianinuiauddguadudnmiaesdin
uaduAINSERaesy mudy Teiidownantdnirmsiaguy nsunsiauguey Smssaufideudng
inuagiinnuissulunsiin eviiliAsmnuliaunauesdinnsiunasTinaseunsaifivinlilideuay
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2009b) IFnanliin anasjaiujulunmsihauassiiliAnnsiuiuazanuianduuinvesisyanadedinauiain
awaulum iy vesypanazamddninuesiinnaumneliinzdenmsnunieyanaseuinsediseiiios

3. anduiusanlufinoasewinsamuusanugulumsiaukaseassiuiulunsihauiifadiduanlud
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aaa

ARaviaun 3 Aty WsAdun 1 deanduiusailulinea WAy 0.813 dudAynNadfnseau 0.001 duiandu

'
v A

7l 2 Fufleanduiusaluineawiiu 0.265 Sifuddymeadfnisysiu 0.001 wazilaidud 3 dufldanduiugaly
HAgayiniu 0.100 ?ialajﬁﬁfaﬁwﬁ’nﬂmwaﬁﬁmﬂwamaﬁnmﬁ%%&lﬁﬁaﬂﬁqﬁ%’uﬁ 1 lumseSunena esnniidudfay
yeadiaft 001 Tnewuth arwduifusiBadurosuusanugulunisviau famimdnalulineasglusziuga g
fian fio anugalumsvhaudunsléuniseensu wasarmdiusiBaduvesiuysanugsisimlunsyihany
fanhminaluiineasyluseduas gefian Ao arunjsfuuvlumsvhaudununseiiotedy iesanuyud
fosmsiazuanveniuguresginssusgslnegmilioonundadusssumivesmyviuaziilouywdiinimsonis
flazldFunsendesiiuiienssensuuazyilyigauriuanuddyuesau lnefeansussavamnudisalumifinsny
fanuaiyfimihayuiideuninmnunssieiosunarunsaunitaginunnueaiteifiuyunng inweauaunsa
ilvnueslidnanin awsaufuiRnisnalaeegneiiusz@nsnn (Aiva a1emed, 2553)
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Abstract

This research is aimed at the study of: 1) the organization, integrated marketing communication (IMC),
and brand equity factors influencing the buying decision on frozen foods, and 2) the organization and brand
equity as mediating factors between integrated marketing communication (IMC) and buying decision on
frozen foods. The sample size is the 450 consumers living in Bang Khae district, Bangkok. The statistical
descriptive data is used to analyze the data as well as the Structural Equation Model (SEM) based on PLS
Graph 3.0 program.

The results indicated that the organization, brand equity, and integrated marketing communication

(IMC) have an influence on the buying decision on the frozen foods. The analysis showed that the brand
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Organization and Brand Equity as Mediating Factors Between Integrated Marketing Communication and Buying Decision on Frozen Foods
of Consumers in Bang Khae District Bangkok

equity is a mediating factor between integrated marketing communication and buying decision on the
frozen foods. While the organization factor was not a mediating factor between integrated marketing
communication and the buying decision on frozen foods of the consumers in Bang Khae district, Bangkok.
The research also implied that the adjustment or the establishment of appropriate strategy on mediating
factors would create a competitive advantage.

Keywords : Organization factor; Integrated marketing communication (IMC); Brand equity; buying decision;

Frozen food
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Abstract

This research investigates the factors that influence consumer buying behavior for made in Thailand
products by Chinese tourists. Following a review of the literature, two external factors and one internal
factor were identified. The external factors included country of originand social factors. The internal factors
were psychological factors. A survey of Chinese tourists (n = 202) was used to test the conceptual framework
and hypotheses. The results of the analysis showed that two Country of Origin (COO) factors (technology
and human factors) had a significant moderate effect on the consumer buying behavior for made in Thailand
products (adj. R* = .308). However, only family and friends had an effect in terms of social factors, with only
a weak predictability (adj. R” = .191). The internal factors had the strongest effect (adj. R = .633), with factors
including motivation, perception, and beliefs and attitudes, influencing the consumer buying decision.

Keywords : Country of origin; Social factor; Psychological factors

Introduction
Based on the survey conducted by the Ministry of Tourism and Sports, there is 9,805,753 Chinese
tourists visited Thailand in 2017 (Ministry of Tourism & Sports, 2018) and they use 41% of their travel budget
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for shopping, while reserving only 4% for food. From the Statistics of average expenditure of international
tourist arrivals, Chinese tourists spend 1945.69 baht for shopping per person per day which means this
number will multiply by number of nights they stay, according to statistics, approximately 8 nights. This
can be said that Chinese tourists are willing to pay for their shopping 15,560 baht per person.

According to the report of Kasikorn Research Center, in 2018, the number of Chinese tourist is estimated
to reach 10.4-10.6 million, gained 6.3-8.4 percent while the total income from Chinese tourist is estimated
at around 573,100-584,600 million baht, gained 9.3-11.4 percent from previous year. It’s the very important
income of Thailand.

This research aims to investigate factors influencing Chinese tourists’ purchase decision toward Thai
products, in order to improve and enhance more purchasing of Thai products.

Literature Review

External Factors Influencing Buying Behavior

Country of Origin (COO)

Government policy. Government policy is a broad category that includes factors like investment
policy and incentives as well as regulation, laws, and other government policies that affect business activities
and investment (Wang et al., 2009). There are several types of government policies that could influence
tourism decision-making. One of these policies is visa policy, as it has been shown that the ease of arranging
visas or other travel permissions influences traveler’s intention to visit a location (Han et al,, 2011). Tax
and duty exemptions on purchases made in-country could also influence tourism decision-making on
spending, because they make products cheaper compared to normal prices (Dombrovski & Hodzic, 2010).

Economic factors. Economic factors that relate to COO include the general economic situation of
the country, especially in comparison to the home country (Sharma, 2011). For example, countries that
demonstrate high economic stability and moderate economic growth may be perceived more positively
than countries that have weaker or less stable economic conditions. Economic conditions can also influence
the perception of whether a product is a luxury good or service; for example, countries with lower economic
stability or lower incomes may be perceived to have lower quality and production standards (Ahmed &
D’Astous, 2008).

Technology. In relation to COO, technology refers to the perception of the country’s technological
base and how advanced it is. This factor may be particularly important in COO product evaluations. For
example, China’s industrial technology advancement influenced consumer perceptions about Chinese
automobile brands. In this research, technology evaluations including technological research and technology
advancement were questioned, as these perceptions have been found to influence consumer perceptions
(Wang & Yang, 2008).

Human factors. Human factors may be particularly important in tourism because tourism services
have a high level of personal contact. The social acceptance and friendliness of the country’s people is
often identified as one of the factors that influence tourism choices and decisions when selecting a
destination (Hall, 2014). Thailand, which has long been marketed as the “land of smiles” based on the
friendliness of its people, may have a particularly high role for service quality and friendliness in tourism

perceptions of country of origin and subsequent decisions (Boon-Itt & Rompho, 2012).
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Social Influences

Social role and status. The individual’s perceived social role and status, including class, gender, age,
and membership in groups, has long been recognized as one of the factors that influences the consumer’s
decision for specific purchases (Solomon, et al., 2013). This relationship emerges because consumers perceive
specific goods or services to be for or not for them based in part on their social status. Consumers also
purchase specific goods, such as brands or products from specific countries, to assert their social status
(Khan & Bamber, 2008).

Celebrities. Celebrity endorsement of products or services is a marketing practice in which celebrities
are used to promote and place products in a way that is visible to the consumer (Pradhan et al., 2016).
There are also cases of natural or spontaneous celebrity endorsement, where celebrities wear or promote
products without active marketing (Solomon et al., 2013). Celebrities can influence consumer attitudes and
purchase decisions, but this is a complex relationship that depends on the celebrity’s attractiveness and
credibility, the congruence between the brand and the celebrity, and the congruence between the celebrity
and the consumer’s self-concept (Pradhan et al., 2016).

Family and friends. The consumer’s family and friends are typically regarded as trusted sources of
information about products, which can be perceived in different ways. First, family and friends are the
source of direct word of mouth (WOM) or recommendations for or against specific products and services
that consumers use to make purchase decisions. Second, family and friends establish subjective or social
norms that consumers use to determine what is appropriate in terms of consumption for their social status
and class. Because family and friends tend to share social status, their purchase decisions can serve as cues
for the consumer when making their own purchase decisions (Solomon et al., 2013). Moreover, Gao et al.
(2014) showed that Chinese travelers often relied on their fellow travelers including family and friends

when making purchasing decisions, suggesting it is an important factor to Chinese travelers.

Internal Factors Influencing Buying Behaviour

In addition to external stimuli like those discussed above, internal factors influence consumer purchase
decisions (Noel, 2017). This research focuses on psychological factors. There are four psychological factors
that could influence the consumer purchase decision, including motivations, perceptions, learning, and
beliefs and attitudes.

Motivations

Motivations in a consumer sense may typically be regarded as stemming from needs or desires, which
form in response to environmental conditions. For example, Maslow’s hierarchy of needs establishes five
levels of basic needs, which people may be motivated by (Noel, 2017). At the bottom levels of physiological
and safety needs, consumers are purchasing goods to ensure basic physical needs and security are met.
The nature of purchasing the products investigated here suggests that motivations will include belongingness
(supporting gifting relationships), esteem (social status), and potentially self-actualization.

Perceptions

The second internal factor considered here is that of perceptions, or the process by which stimuli are

selected, organized or interpreted. Consumers are influenced by their perceptions of the product or service
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and its characteristics. For example, some product-related perceptions include product quality (how suitable,
durable and well-made the product is, especially compared to similar choices in the market), product
value (what the consumer receives in comparison to what they pay), perceived trust (willingness to believe
that the product is fit for purpose and/or that the seller will stand by it) and social value (what the product
implies socially) (Solomon et al., 2013).

Learning

The third internal factor that is anticipated to influence the consumer purchase decision is that of
learning, or a relatively permanent change in a behaviour as a result of experience. Learning occurs through
a process of encountering new experiences and develops over time, and therefore is not immediate
(Solomon et al.,, 2013). The learning process can cause changes in consumer decisions based on what is
learned (Noel, 2017).

Beliefs and attitudes

The fourth factor that is expected to influence the consumer purchase decision is beliefs and attitudes,
which can be defined as a lasting, general evaluation of people (including oneself), objects or issues (Solo-
mon et al., 2013). Beliefs and attitudes about consumer decisions tend to be functional (based on evalu-
ation of whether the product is fit for purpose) and social (whether the product is socially acceptable).
Beliefs and attitudes from a variety of processes, including social processes (adopting existing attitudes and

beliefs from others), cognition and learning experiences (Solomon et al., 2013).

Conceptual Framework and Hypotheses

The literature review was used to formulate a conceptual framework that represents the expected
relationships between the study constructs (Figure 1). Hypotheses were also proposed based on the lit-
erature review and the factors observed within it.

The first cluster of factors that is considered is the external factors, which are stimuli in the external
environment (not including marketing or advertising stimuli). Therefore,

H1: External factors can positively influence Chinese tourist buying behavior toward Thai products.

Country of origin (COO) effects are expected to come from tourist perceptions of the government
policy, economic, technology, and human factors dimensions of the research, based on existing literature
(EWliot & Cameron, 1994; Verlegh & Steenkap, 1999; Truong et al. 2018). The first hypothesis is stated as:

H1 : County of origin can positively influence Chinese tourist buying behavior toward Thai products.

The second set of factors considered is the social factors, which include the social role and status
(both attributed and self-identified) of the consumer and the effect of reference groups (celebrities and
family and friends). These factors have also been shown to influence consumer purchase decisions, including
in the population studied (Khan & Bamber, 2008; Gao et al,, 2014; Pradhan et al,, 2016). The second
hypothesis is stated as:

HI Social factors can positively influence Chinese tourist buying behavior toward Thai products.

The third set of factors that is investigated here is internal psychological factors. These factors, which
include motivations, perceptions, learning, and attitudes and beliefs, are potentially among the strongest

influences on the consumer purchase decision. Previous research has also demonstrated that they are
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highly influential (Choi et al., 2008; Lin & Chen, 2009; Hoek et al., 2013; Kumar & Ghodeswar, 2015). These
factors also form during the experience of the tourism experience, making it more likely that they will
influence purchase decisions. The third hypothesis is stated as:

HZ2: Internal factors can positively influence Chinese tourist buying behavior toward Thai products.

H2 : Psychological factors can positively influence Chinese tourist buying behavior toward Thai products.

External Factors Internal Factors

Country of Origin
1. Government Policy Dimension

2. Economic Dimension H1 a
3. Technology Dimension \ Psychological factors

4. Human Factor Chinese H2 1. Motivation
tourists buying 2. Perception
Social behaviour 3. Learning
4. Beliefs and attitude

1. Role and status

2. Celebrity H1
) ) b
3. Family and friend

Figure 1 Conceptual framework of the paper

Research Methodology

This research used a self-administered questionnaire as the research instrument. The self-administered
questionnaire was chosen for this study because of its time efficiency; because the participant fills out the
form on their own, the researcher can collect several questionnaires simultaneously or collect data over
a longer period, which means that more data can be collected (Cooper & Schindler, 2013).

The population being sampled for this study is Chinese tourists to Thailand in 2018, which was
estimated at 10.4 to 10.6 million people. This can be considered an infinite population for sampling purposes
(McClave et al, 2018). A standard sample calculation for an infinite or large but unknown population
is: ,izEéﬂ- where Z = the critical Z-score for the confidence level, E = margin of error, and pqg = probability

of selecting a question (McClave et al., 2018). Using a 95% confidence level, 5% margin of error, and 50%

1.96” (,50) _
(.50)°

relationships between variables, which can be applied across the population. The inferential statistical tool

probability, the sample size was: 384.16 Inferential statistical techniques are used to investigate
was linear regression, which is a tool that estimates an outcome variable (dependent variable) from one
or more predictor variables (independent variables) (McClave et al., 2018). Questionnaires were distributed
online from October to December 2018 and a total of 202 completed questionnaires were returned it

represents around 7% margin of error.

Data Analysis

Gender. The sample was composed of slightly more female respondents (n = 112, 55%) than male
respondents (n = 90, 45%). While this was slightly unequal, a chi-square test showed that it was not
significantly different from a uniform distribution (X2 =2.395, p =.122).

Monthly income. Monthly income was calculated in yuan. About half of the sample had a monthly

income of 20,001 yuan or above (n = 94, 47%). Another quarter of the sample had income of 15,001 to
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20,000 yuan (n = 50, 25%). The remaining portion of the sample had income of 10,001 to 15,000 yuan
(n =25, 12%), 5,001 to 10,000 yuan (n = 21, 10%) or 5,000 yuan or below (n = 12, 6%). Thus, about seven
in ten respondents had income of above 15,000 yuan per month. Since average income in China is about
21,597 yuan (Wen & Reinhold, 2018), it can be stated that participants have around average income.

Education. The sample was highly educated, with nearly nine in ten having either a Bachelor’s degree
(n= 85, 42%), Master’s degree (n = 78, 39%) or higher than a Master’s degree (n = 14, 7%). Only 25 respondents
(125) had less than a Bachelor’s degree.

Hypothesis Testing Results

Hypothesis 1 (External Factors)

There were two sub-hypotheses related to this test, which addressed country of origin (Hypothesis
1a) and social factors (Hypothesis 1b).

Hypothesis 1a (Country of Origin and Consumer Buying Behavior)

The results show partial acceptance of Hla. The technology dimension had the strongest effect on
consumer buying behavior, followed by human factors. However, sovernment policy and the economic

dimension were not significant.

Table 1 Hypothesis 1a coefficients

(Constant) B Std. Error Beta t Sig.

G 091 .084 .089 1.080 281
ED -.130 .100 - 113 -1.300 195
D .380 071 .349 5.367 .000
HF 327 071 .370 4.596 .000

a. Dependent Variable: Consumer Buying Behavior

R*=.322

Adjusted R” = .308

p value = .000

F=23.398

Hypothesis 1b (Social Factors)
Based on this finding, H1b was partially accepted. The only dimension that was significant was family

and friend, while role and status and celebrity were not significant.
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Table 2 Hypothesis 1b

B Std. Error Beta t Sig.
Role and status 011 061 013 .186 .853
Celebrity .033 054 .042 621 536
Family and Friend 397 065 431 6.073 .000

a. Dependent Variable: Consumer Buying Behavior
R* =.203

Adjusted R*= .191

p value = .000

F=16.846

Hypothesis 2 (Internal Factors)

Hypothesis 2 can be accepted. Three out of four of the internal factors dimensions identified were

significant, and the model had strong predictability. It can be stated that perception, motivation, and beliefs

and attitudes were significant predictors of consumer behavior.

Table 3 Hypothesis 2 coefficients

B Std. Error Beta t Sig.

Motivation 282 .058 276 4.842 .000
Perception .509 077 459 6.604 .000
Learning -.006 .040 -.007 -.145 .885
Beliefs and attitude 195 067 176 2.909 .004

a. Dependent Variable: Consumer Buying Behavior
R* = .640

Adjusted R* = .633

p value = .000

F =87.582

Conclusion And Discussion
Country of Origin (COO) effects (Hypothesis 1a)

The findings showed that there were positive COO effects of the technology and human factor

dimensions on the consumer choice of Made in Thailand products, with a moderate effects size. However,

the government policy and economic dimensions were not significant in the consumer buying decision.

These findings were generally consistent with the body of historic research, which has shown that COO

effects can influence consumer attitudes, perceptions, and buying intentions for choosing different products

(either positively or negatively) (Verlegh & Steenkap, 1999).
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There are explanations from the literature that can help explain why some factors were or were not
significant. Technology perceptions of the COO, for example, are known to affect purchase decisions
especially for technology-based products such as automobiles (Wang & Yang, 2008). For example, consum-
ers may choose technology products from countries that have a high perception for their technology base.
Human factors are known to influence tourist decisions particularly strongly (Hall, 2014). For Thailand, which
is positioned as the ‘land of smiles’, friendliness and welcoming may be particularly important (Boon-Itt &
Rompho, 2012). Thus, it is reasonable that these two factors had a positive effect on consumer buying
decisions. In contrast, government policy and economic factors may be more important for other types of
decisions such as investment decisions, although there are some policies like tax and duty exemptions that

reduce the apparent cost of goods (Dombrovski & Hodzic, 2010).

Social factors (Hypothesis 1b)

Social factors included the effect of social norms as indicated by reference groups including social
role and status, family and friends, and celebrities. The literature review had suggested that each of these
reference groups or social influences could have a significant effect, but only family and friends had a
significant (though weak) effect on the consumer buying decisions.

The consumer’s family and friends had a significant positive effect on their buying decisions for Made
in Thailand products. There are many reasons why family and friends are important for the consumer
decision. Family and friends provide WOM and product recommendation, but importantly, they are the
source of social (or subjective) norms that establish what kinds of consumption choices are appropriate
(Solomon et al., 2013). These findings are consistent with previous studies, which have shown that Chinese
tourists rely on fellow travelers including family and friends to make their purchase decisions (Gao et al., 2014).

The insignificant effect of celebrities on the consumer purchase decision is also not surprising. This is
because celebrity endorsements have an inconsistent effect on consumer purchase decisions (Pradhan et
al,, 2016). These inconsistent effects depend on the characteristics of the celebrity, the brand, and the
congruence between them. Given the wide variety of potential celebrity inputs and lack of active celebrity
endorsement programs, it is not surprising that there was no detectable effect. The lack of effect from
social role and status was more surprising, given that consumers do purchase at least some goods as a tool
to reinforce their social status. One possibility for this finding is that Thailand as a country of origin is not
high profile enough to trigger social status concerns (Khan & Bamber, 2008). Thus, consumers would be
purchasing Made in Thailand based on their personal preferences and the characteristics of the goods
rather than their COO perceptions. This study was not designed to examine the interaction of COO and

social factors in the purchase decision, but this could be a good opportunity for further research.

Psychological factors (Hypothesis 2)

The second hypothesis investigated the effect of psycholosgical factors, including motivations,
perceptions, learning, and beliefs and attitudes, on the consumer purchase decision for Made in Thailand
products. The findings showed that motivation, perception, and beliefs and attitudes had a significant,

strong positive effect on the consumer purchase decision, although learning did not have a significant effect.
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The perception, motivation, and beliefs and attitudes factors were supported by the literature. For
example, one motivation that is known to influence buying behavior is the intent to sift products purchased,
which plays into meeting social belonging (esteem) and self-actualization needs (Choi et al., 2008). Thus,
the value of the product as a gift would depend on factors like recipient preferences and novelty. Similarly,
perceptions of the product could influence the purchase decision (Lin & Chen, 2009). While Lin and Chen
(2009) investigated green perceptions, in this case the relevant perception could be authenticity - the
product being a “real” souvenir from Thailand would have authenticity value for the recipients. Previous
studies have also shown that beliefs and attitudes about the product or service influence the purchase
decision (Hoek et al., 2013; Kumar & Ghodeswar, 2015; Noel, 2017). For example, consumers’ environmental
beliefs influence the willingness to pay for green products (Hoek et al., 2013). Thus, the findings in this
research are consistent with the previous studies, which have shown that consumers are influenced by
their internal psychological status when they make purchase decisions. These findings added to the literature
by showing that the effect of perception was stronger than that of motivation or beliefs and attitudes.
These factors have not been compared directly in the context of consumer decisions for souvenirs previously.

The only factor that was not significant was learning. This was surprising given that learning has been
shown to be a factor in tourist purchase decisions (Kumar & Ghodeswar, 2015). However, it is relevant that
the previous study was based on repurchase decisions for a tourist service, rather than for goods. This

difference could be why learning was not significant for the consumer buying behavior.

Recommendation

This study showed that country of origin, social factors, and psychological factors affected the purchase
decision for Made in Thailand souvenirs. Of these factors, the strongest effect was seen for psychological
factors, suggesting that individual psychology rather than external factors are the most important factors
for consumer purchase decisions.

Two recommendations stem from the effect of the external factors studied here. The first
recommendation is that the marketing of Made in Thailand should emphasize the human factors dimen-
sions of the Thai country of origin perception, and the technology dimension where appropriate. These
two factors were the significant factors in the purchase decision, with human factors being more important.
The role of technology is not likely to be important in marketing of non-technology products, but it could
be highly relevant for technology products. However, the human factors dimension, incorporating the
culture and friendliness of Thai culture, is highly relevant for the desirability of non-technology souvenirs.
The role of family and friends in product selection should also be considered as it could be used to promote
products. For example, referral programs that encourage previous customers to recommend specific prod-
ucts or services and provide incentives such as coupons for future purchases could be an effective way to
promote products.

Another recommmendation comes from the internal factors. Marketers could use these factors as a way
to promote products. For example, understanding the motivation of gift giving could help marketers position
products made in Thailand as appropriate, thoughtful sifts for specific participants. Furthermore, perceptions,

beliefs and attitudes could be influenced through practices like consumer education. For example, sellers
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of “Made in Thailand” products could promote their products by highlighting the makers and manufacturing

process, introducing human interest and knowledge about how products are made.
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Abstract

The purpose of this research was to study the variable factors in relation to management policies,
leadership, culture, organisation atmosphere, operations management the factors influencing the sustainability
of listed companies in the Stock Exchange of Thailand, using mixed methods research, starting from

quantitative research that is then confirmed through qualitative research. Population consisted of
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shareholders, experts, management and employees using questionnaire as tool, the analysis was done by
descriptive statistics and structural equation modelling, in depth interview and content analysis, the research
results revealed that management policy comments and organisation sustainability are at a moderate
level. Comments on organisation leadership, organisation culture, organisation atmosphere and management
are at a high level.

The analysis of structural equation modelling for modified relationships found harmony in empirical
data, from the harmony index. The results from the tests of 12 hypotheses mostly match what had been
set, except for the eighth hypothesis, which was that organisation culture doesn’t have a direct positive
influence on management. Interviews with experts confirmed that organisation culture and leadership
plays an important role in the success or failure of the organisation. The management policy is the factor
that makes business perform well in accordance with plans, and leads to success. Developing a working
atmosphere makes each person aware and have a better attitude towards the organisation, resulting in
work satisfaction commitment and building the sustainability of the organisation. The organisation’s
management should maximise social benefits, and manage development approaches transparently, taking
into account the community and society, by creating innovative products that are environmentally friendly.
All of these factors will result in the better performance and sustainability of the companies listed in the
Stock Exchange of Thailand.

Keywords : Sustainability; Management policy; Leadership; Culture; Atmosphere
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Abstract

This paper explores the management principles behind decision making and strategic tactics used in
developing international audiences at The Comedy Club Bangkok. Noting the role that comedy plays in
society, facilitating social commentary, change and reflecting the values and points of controversy of the

moment — participation among comedy audiences is an indicator not just of social normative in a society
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but can be applied to how the performing arts as a whole is viewed by a society. Given the increasing
number of international communities in a globalized world, how arts managers apply principles and theory
to engaging the wide variety types that comprise international audiences of comedy can give insight into
management practices, content demand and performing arts attendance motivations and patterns — crucial
to the survival of live performing arts in a digitized world. Observing the Comedy Club Bangkok as a case
study, research over a three month period outlined findings that proved management principles centering
on community unity, cultural awareness of individual communities in the audiences and arts advocacy
through frequent contact, representation of cultural groups on stage and education via community workshops
provided the community that people sought around a shared interest in comedy that improved international
audience attendance. Trends in audience development in this small venue can be extrapolated to theorize
effective tactics for similar organizations with diverse audience compositions in comparable cities also
looking to grow and sustain audience attendance for live performances.

Keywords : Audience development; Audience engagement; Arts appreciation

Introduction & Literature Review

In our world full of injustice, hunger and cruelty; laughter is the balm that therapeutically relieves
tension, reveals new points of view and shines healing hope on bleak situations. Comedy allows catharsis
- a great value to society and individuals alike — yet comedy is ever precarious in its place in our society.
At the heart of the ambivalence is comedy’s subjectivity; one man’s joke is another man’s fighting words
or, worse, deep confusion. Perhaps its comedy’s flirtation with tension building - topics of controversy are
often at the heart of comedy and comedians often edge perilously close to saying the point of controversy
before backing away leaving audiences with the relieve and surprise of something safer or unexpected as
the punchline. Who or what will be deemed funny wholly depends on issues of culture, point of view,
gender, financial status, sensitivity among myriads of others and varies person to person. Understanding
the place of arts as a whole in society is just as valuable, controversial and necessary today as it was
centuries ago. It’s well known that the performing arts, not only takes the “temperature of a society”
sussing out the norms and expected behavior, but pushes boundaries and challenges ideas and institutions
by acting in unpredictable ways — comedy in particular. Managing art forms that provide much needed
lubricant for social change, tension relief and exposure to new ideas is vital for the continued health of
blended communities in increasingly international cities around the world. Successfully providing artistic
outlets for the growing number of people living in foreign lands and reflecting the human condition is a
significant challenge but a primary function of art. Successful management tactics based on sound principles
can help people around the world not only find a voice to express their experiences but might just help
them celebrate their victories and process the many challenges of being an international citizen in a

globalized world.

International Audiences of Bangkok
Rapidly growing in seemingly all industries, Bangkok, is a blend of old and new, east meets west, tra-

dition meets modernity with all the scars and innovation to prove it. In less than 20 years, Bangkok has
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nearly doubled its population numbers — growing from 6.3 million in 2000 to 10.1 million in 2018. Economic
and career opportunities central to the growth, an immense number (approximately 7% of the population
living in Bangkok today was born outside the country) of permanent and semi-permanent international
citizens have begun to integrate into the culture and space of Bangkok — and that’s to say nothing of the
high tourism rate the city enjoys (World Population, 2018). There is also the growing population of Thai
citizens that are increasingly educated with international standards/abroad as the upturn in economic
opportunities and international business has brought more opportunities and interaction with surrounding
countries. Western culture in Bangkok in all genres from music to books makes the demand for live, English-
speaking entertainment a small leap to make among all nationalities in Bangkok. The growing English-
speaking international audiences reflect the ever-changing face of Bangkok society that is emerging as a
result of a myriad reasons. The expanding international audiences - audience reflecting, the societal
demographics are the target audience for many institutions in Bangkok. Understanding how these growing
international members of the community are consuming and responding to the arts is a of valuable insight
not only to the current city conditions but to how it will grow. International audiences have special needs
and function differently than homogeneous communities. Given that there are many cultural normative
forms, points of reference, religious and educational backgrounds, creating comedic content that drives
attendance and appeals to the many people who make up an international audience - locals, migrants,
expats, business people, tourists - is massive undertaking for artists and arts managers and requires clear
principles and strategic tactics for connecting with these audiences to develop patronage. Testing theory
and action, international audiences encourage best practices and innovation in audience development

management (Hattingh, 2018).

Audience Development Principles and Tactics

“Audience development is a strategic, dynamic and interactive process of making the arts accessible.
It aims to engage individuals and communities in experiencing, enjoying, participating in and valuing the
arts through various means including arts marketing.”

The Australia Council : Australia Street Company (NSW) 2007

Management of the performing arts is still a burgeoning field being defined as recently as a decade
ago. Long perpetuated as a labor of love for the creative, a career in the arts is still viewed by many with
an air of mysticism and superstition as to what makes a success. Modern business practices and scientific
reasoning have only recently been applied to the management of venues with newer still attention being
paid to audience behavior. The newness of audience development and audience engagement — theatrical
and performance management as business strategy and not happenstance, means that there are many
definitions in play when looking at management principles — debate still reigns over what exactly audience
development is among researchers and how and if it is different from audience engagement. (Hansen, 2014)
These terms must have consistency across the industry but individual institutions must also be able to
maintain agency over the specifics for their organizations. Audience development’s current description is
broad beyond usefulness with some arts manasgers registering and measuring every interaction current and

potential audiences may have with a brand or institution (Harlow, 2014). Expanding audience development
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and/or audience engagement into this realm is too labor intensive for this study when one considers that
the two proportionally impact each other no matter how they are defined. Working with the knowledge
of the field, this paper defines the terms as such:

+ audience development is identified as a separate entity from audience engagement and focuses
on largely pre-performance marketing, communications and advertising plans used in the effort to build
audience attendance numbers and sustain them. Audience engagement is characteristically defined by
receiving audience member feedback during and post -performance, actions of hospitality, education and
accommodation that support continued patronage of audience members. Working with these differentiations,
audience development is clearly tied to ideological principles and strategic planning based on foundational
knowledge,

« whereas audience engagement is more categorized with more tactical — actionable operational
activities and functions to further stimulate and satisfy audience members. With these distinctions defined,
applications can be made along with methods and strategies for using both in the managerial principles
and tactics to build audiences.

Focusing on successful principles and tactics in the field of audience development is the first step in
building this growing managerial field in the performing arts. Establishing best practices as they produce
successful outcomes is the vanguard movement in moving away from traditional arts superstitions and
towards established management practices, industry analysis (and greater social analysis) and standard
setting. It is also a step forward in understanding audience behaviors, societal behaviors on the whole and
the problems the arts industry in all manifestations faces with its business model and declining support
from the public in areas of governmental funding, categorization as non-essential education and low
attendance - general poor public perception at its core. Combatting these perceptions and revitalizing
business models in the realm of audience development center on successes from a variety of performing
arts and cultural arts institutions. Museums have largely paved the way for audience development with
multi-institutional collaborations working together to form networks that share information on visitor trends
and behavior cross-regions. An example of this is can be seen in the Arts Council of Australia’s annual
meeting in Western Sydney. This consortium of cultural institutions gatherings on audience development
— focusing on diversity has helped its members share information to start the process of isolating best
practices for the ever-urbanizing area with its own members serving as case studies in practice -implementing
principles and tactics discussed at its meetings and reporting back after a year of study. We see this
professional model of study as a prime example of strategizing for audience development as practices are
applied both in theory and in action. Similarly, The Wallace Foundation of the United States tested this
same method tracking organizations using grant funding and using their findings to illuminate principles and
best practices for audience development in the U.S. markets through case studies of individual institutions
across the country. While geographically and artistically different, these leaders in the industry were able
to shine some light on basic theoretical principles when building and examining audience development
among arts institutions. Through industry collaborations and summit discussions like these, trends in
successful management practices start to emerge. While considerations of individual art forms across the

industry must continue, an application of successful concepts when engaging arts audiences can be applied
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to the general behavior of the entertainment-seeking public that comprises the audience base. Given the
specific needs of individual arts forms — case studies examining how a blend of elements in the managerial
principles and tactics in audience development trend emerge as the most effective method of study in
the development field (Kemp and Poole 2016). However, there is a huge consideration for audience
development principle research that needs to be addressed and that is funding. When studying audience
development principles, it should be done independently of financial links as much as possible as funding,
particularly from outside sources can have major impact and restrictions on how tactics must be implemented
and to whom. Additionally, those provided funding to attract a specific audience via grant money for
example, must reason and act much differently by requirement of said operational funding.

It is the aim of this paper to make strides in the understanding of the most effective principles and
tactics used in developing international audiences of comedy as evidenced by findings in a case study at
the Comedy Club Bangkok by identifying the ideas of successful management practices outlined in this
literature and measuring their impact. Observing previous studies in similar international communities,
several principles emerged as audience development cornerstones for international audiences that have
implications for comedy as an artform in urban areas. Studying these ideological principles with their
seemingly linked actionable marketing and audience engagement tactics, the emerging best practices for
building international audience attendance in growing areas of urban development are the bases of this
case study. The principles and practices that have seemingly, the most relevance cross industry and local
in the field of audience development are the following :

- IDENTIFICATION/ Segmented Targeting (due to the subjective nature of comedy) (NSW, 2007)

- ACCESSIBILITY/ Communication avenues (Harlow, 2014)

- AWARENESS/ Representation in content (NSW, 2007)

- ADVOCACY/ Education (Kemp and Poole , 2016)

By studying applying these popularized audience development principles and tactics, this study aims
to gain insight to the most useful tactics and principles needed to grow comedic audience development

among international communities in Bangkok, Thailand.

Research Questions

Given the non-conforming nature of arts institutions and their corresponding audiences, this paper will
attempt to reduce the impacting variables on the research topic of audience development by studying the
principles and tactics of a single organization via case study — the Comedy Club Bangkok — and extrapolating
the findings into broader performing arts trends and behavioral patterns of audiences in similar demographical
and geographical locations.

Better understanding of audience development in principle through active tactics with the aim of
developing audience attendance is the focus of the study. Considering the literature review background
and environmental context, it is assumed that the principles that most influence the audience attendance
rates at the Comedy Club Bangkok will be four-fold:

1) distinction of the different English-speaking groups within the Bangkok community : IDENTIFICATION
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2) familiarization with cultural backgrounds in the English-speaking diaspora and incorporation of
cultures in content : AWARENESS

3) ease of access in communication — clarity, accessibility and convenience on the part of the audience
member : ACCESSIBILITY

4) appreciation building through self-promotion; clear expression and evangelization on the value of
comedic arts in society : ADVOCACY

Supporting all of these four principles through actionable tactics in each event will bolster audience
participation among international communities as they will be able to see themselves, their culture within
the arts community both on and off-stage. Developing this sense of community culturally and socially will
raise repeat attendance while continued patronage will cultivate and further stimulate appreciation for the

arts among international audiences.

Research Methodology

To research the management principles used for generating audiences at the Comedy Club Bangkok,
qualitative and quantitative research was performed using surveys to understand audience development
perspectives from both the managerial side and audience side of audience attendance. Qualitative surveys
were distributed among the Comedy Club Bangkok managing team to understand the reasoning and logic
behind principles implemented in audience development. Concerns of finances, particularly grant-based
funding were omitted in the management interviews in efforts to assess ideological principles originating
within the institution as opposed to fiscally-motivated and morally responsible principles that generate
from other institutions with a social mission that could diverge from artistic vision. Quantitative surveys
were provided to English-speaking adult members of the Bangkok community to gain demographical infor-
mation, assess awareness of comedy as a performance artform and attendance rates to the Comedy Club
Bangkok of both existing audience members (in house surveys) and potential audience members (general
surveys completed away from the performance venue or via online correspondence). Survey respondents
identifying information was excluded from the study as it was deemed unnecessarily personal and possibly
pre-judicial. Indirect qualitative data was gathered as well via the conversations with general audience
members assessing their overall perceptions and opinions in tactics used to encourage their attendance.
The research of this project was completed in tandem with the academic study period and Comedy Club
Bangkok autumn performance season spanning September 1st, 2018 — November 30th, 2018. The research
period at the club spans a quarter of the year and covers a variety of performances and workshops offered
by the venue to serve as an effective sample of the variety of events, performance styles, holidays and
varied audience targets to be representative of the venue as a whole and the average rates of attendance

and effectiveness of principles and corresponding tactics when managing audience development practices.

Case Study Of Comedy Club Bangkok : A Brief History of the Comedy Club Bangkok
In 2014, after observing as a casual talent and enthusiast of the Bangkok arts and comedy scene for
English-speakers, improviser, Drew McCreadie and stand-up comic/venue manager, Chris Wegoda, decided

to join forces and bring some much-needed organization and stability to the Bangkok performing arts scene.
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Noticing the opportunities for a more regular schedule and designated performance space, they negotiated
a deal with A Royal Oak Pub and established the Comedy Club Bangkok. Their goal was to produce
professional English-language comedy shows for the locally based internationally community for
entertainment and to help find and nurture local amateur talent in the areas of stand-up comedy,
improvisational comedy, films, and game shows through open mic nights and troupe rehearsals. With
additional hopes of attracting international talents to perform at the comedy venue and developing the
local scene through workshops and community collaborations, the co-founders believed that comedy
could serve the English-speaking community of Bangkok providing skills for aspiring talents while sustaining
performance space for existing artists. Partnering to produce comedic productions at local and professional
levels and attracting international talent to reflect the international community it serves; the Canadian and
British-Thai co-founders aim to connect local audiences with each other as community members and
international citizens. The Comedy Club Bangkok presents comedic performances with regularity every
Friday night at the rented space above The Royal Oak Pub on Sukhumvit Soi 33/1. The busy and centrally
located area is closely located near public transportation and bus routes providing ease of access for many
audience groups. Partnering with The Royal Oak Pub, the Comedy Club Bangkok has a not only a secure
space but has negotiated drink and food specials to make the viewing experience more enjoyable for
audiences.

With high hopes and few competitors in the market, the Comedy Club Bangkok was uniquely poised
as the comedic entity for over three years but even with successes both with local productions and in
presenting well-known comedic talents; stable audience numbers remain elusive. Despite having presented
large name shows and events the average comedy show attendance for the bi-monthly improv perfor-
mances hovers around 48 of a 120-seat house and the average bi-monthly stand-up show attendance
featuring local talents coasts near 60 of a 120-seat house at co-founder estimations.

Frustrations further compound when considering the cache of experience and vast network of
performance professionals known to the co-founders as a pair and individually. Networking from his
hometown of London, England, Wegoda, performed across the UK as a stand-up comedian for open mic
nights at renowned venue, The Londoner, prior to expatriating to Bangkok. Hailing from Toronto, Canada,
McCreadie, with 25 years of professional improvised and sketch comedy experience across stage, film and
even cruise ships — the Canada’s Best Improviser winner, comedy writer and long-time Thailand expat,
brings his skills and immense professional connections to the partnership. Performing and teaching, McCreadie
heads the advocacy and appreciation building side of the business teaching, the public about comedy
when not performing. While maintaining the lion’s share of the live comedy market the Comedy Club
Bangkok has still strugeled to take root with the international communities of Bangkok.

Audience Development Principles and Tactics in Action - By Performance

The following is data collected from the performances in the observation period of September 2018
- November 2018. Observations to the style of comedy, and special tactics used or principles of thought
are described and the audience attendance numbers are included on an individual basis. Attendance
numbers and corresponding principles and tactics used in developing audiences is described in the chart

for each event:
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Event/ Performance: Improv Comedy Deathmatch!

Date: September 7" 2018 Audience Number: 43

Principle and Tactics: (McCreadie) Guiding principle of advocacy using tactic of education. This

show was produced as a result of a 9-month long workshop with hopes of developing local talent
that would become an in-house comedy troupe able to regularly perform. Sub-principle of raising
community networking by using local talent to increase word of mouth marketing/ connecting through

personal channels can also be seen.

Event/ Performance:The Comedy Club Bangkok 4" Anniversary

Date: September 14" 2018 Audience Number: 75

Principle and Tactics: (Wegoda and McCreadie) Producing a large combination event to celebrate the
anniversary of the club, the pair focused on branding this event as a unique happening offering special
discounts and promotions in hopes of making it more accessible to more people. Use of a multi-
media blitz was used with advertisements, collaborations and communications in addition to special

promotions not normally offered.

Event/ Performance: Stand-Up Comedy Workshop Weekend

Date: September 15"& 16", 2018 Audience Number: 3

Principle and Tactics: (Wegoda) In tandem with the anniversary celebration, a two-day educational
workshop for those looking to build skills or develop for better understanding & appreciation for

comedic arts and its valuable role in society under the principle of advocacy.

Event/ Performance: Stand-Up Open Mic!

Date: September 21% 2018 Audience Number: 29

Principle and Tactics: (Wegoda) In efforts to build support in the local diaspora, the stage is open to
all members of the community — allowing them to represent themselves and voice their experiences.
This serves not only as awareness of local communities and people in Bangkok but as a self-taught

training ground for new artists educating them on skills needed.

Event/ Performance: Shakespearean Improv Workshop

Date: September 22", 2018 Audience Number: 9

Principle and Tactics: (McCreadie) Advocacy; appreciation building of improvised comedy through
education/ community-building and connection of individuals through a shared interested based on
comedy - subset of Shakespeare — British cultural awareness through identification of a famed figure

in the culture.
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Event/ Performance: Whose Line? Improv Comedy?

Date: September 28", 2018 Audience Number: 16

Principle and Tactics: (McCreadie) Branding the show with a comedy style/ cultural product (Whose
Line is it Anyway, tv show) from the U.S. that audiences might already be aware of; this performance

seeks to connect with North American community members of the diaspora through representation.

Event/ Performance: Dwayne Perkins!

Date: October 5" 2018 Audience Number: 80

Principle and Tactics: (Wegoda) Working with a known comedian and building on the awareness of his
brand by Americans in the diaspora, a further subset of interested parties was targeted in the cultural

identification of bringing a black comedian to the stage.

Event/ Performance: The Early Late Show & Epic Gameshow!

Date: October 12", 2018 Audience Number: 17

Principle and Tactics: (McCreadie) Branding the show with a comedy style/ cultural product (Late Night
Talk Show, tv show) from the U.S./ Canada that audiences might already be aware of; this performance

seeks to connect with North American community members of the diaspora through representation.

Event/ Performance: Halloween Improv Comedy Special!

Date: October 19", 2018 Audience Number: 22

Principle and Tactics: (McCreadie) Producing an event to celebrate a Western holiday the branding of
this event offered special discounts and promotions in hopes of making it more accessible to more
people and allow people a place or event to celebrate culture familiar to them and represent its
tenets. Attempting a multi-media blitz was used with adverts, collaborations and communications

used in greater capacity with additional promotions on offer for this special cultural performance.

Event/ Performance:Stand-Up Comedy Open Mic!

Date: October 26", 2018 Audience Number: 21

Principle and Tactics: (Wegoda) In efforts to build support in the local diaspora, the stage is open to
all members of the community — allowing them to represent themselves and voice their experiences.
This serves not only as awareness of local communities and people in Bangkok as a self-taught training

ground for new artists; educating them on skills needed.

Event/ Performance: Whose Line? Improv Comedy!

Date: November 2™, 2018 Audience Number: 14

Principle and Tactics: (McCreadie) Branding the show with a comedy style/ cultural product from the

U.S. that audiences might already be aware of; this performance seeks to connect with North American

community members of the diaspora through representation.
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Event/ Performance: Improv Games Night Meetup

Date: November 5", 2018 Audience Number: 12

Principle and Tactics: (McCreadie) Advocacy; appreciation building of improvised comedy through
education/ community-building and connection of individuals through a shared interested based on

comedy.

Event/ Performance: Barry Hilton!

Date: November 9", 2018 Audience Number: 71

Principle and Tactics: (Wegoda) Targeting the South African-identified expat and tourist groups;
popular areas, prominent figures and promotional materials featured the performer’s ties to his

cultural and regional heritage.

Event/ Performance:Low Phone Battery - Improv Comedy Show!

Date: November 16", 2018 Audience Number: 26

Principle and Tactics: (McCreadie) Working to engage millennials and youth-identified, technologically
savvy segment of the English-speaking diaspora of Bangkok with its title, theme, and online purchasing

promotion.

Event/ Performance: L.A. Stand-Up Comedy - Rick Wood!

Date: November 23", 2018 Audience Number: 41

Principle and Tactics: (Wegoda) Branding the show with L.A. (Los Angeles) as a comedic type or style
that attendees would be able to easily recognize and identify. Playing to the segmented audience
groups that are familiar with or part of the American and L.A. comedy scene also speaks to cultural
awareness by producing a comedian that would have content that represents the American way of

life and comedic sensibilities.

Event/ Performance: Tinder Hell! Improv Comedy

Date: November 30", 2018 Audience Number: 86

Principle and Tactics: (McCreadie) Identifying the large number of people single people/ daters on

Tinder and engaging them through segmented targeting by theming the show in a socially relevant

and relatable topic.

Conclusion And Discussion

Upon conclusion of the three-month case observation, analysis of the data completed the study. It
was noted that use of the theorized hypothesis principles and tactics were clearly used on multiple occasions
but to different levels of attendance affectation and that though the co-founders struggle with audience
development, on the whole their perceptions of their audiences and behavior are accurate. Through this

research, a clear link to effective tactics in international audience development managerial principles was
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sought but the data yielded shows that no isolated principle or tactic seemed to work best but rather a
combination proved most effective. Many times, a variety of principles and tactics were used within the

marketing and audience engagement of an event making a direct link difficult to find.

Audience Attendance

Improv performance attendance average = 37 out of 120

Stand-up performance attendance average = 53 out of 120

On par with the perceptions of management staff at the Comedy Club Bangkok, there were higher
attendance at the stand-up comedy shows. This indicates and is supported by survey data that shows that
audiences are more familiar with and better appreciate — evaluate successfully - stand-up comedy. Factoring
in that the stand-up genre also benefits from professional, international talents with whom audiences may
already be familiar with, understanding the attendance difference begins to become clear. We do however
see that despite being more foreign to audience members, more members of community participate in
improv-style workshops and social events. Given the community, the survey suggests that a large
representation of attendees is migratory — tourists, vacationers, students that will attend and perhaps have
a satisfactory experience but who are not in a position to attend again. This group is followed by the
comedic arts enthusiasts or members of the community that have found fellowship or social connection

with others via the comedy club who therefore return regularly.

Workshops

Improv workshop attendance average =11 out of 25

Stand-up workshop attendance average = 3 out of 25

Bleak numbers of the education and outreach elements of the comedy club’s advocacy provide some
insight into why return audience numbers are high but new audience numbers stagnate. Providing the
necessary context for comedy and the skills for analysis is critical for continued development and inclusion
in new/ existing communities. More efforts must be made in this area. Interestingly, there is a disparity
between stand-up and improv when it comes to workshops as more people attend improv workshops
despite the survey data that says the style is less known than stand-up. However, assessing the style types,
there is the element of teamwork and group-bounding that exists in improv that makes it more accessible
and less intimidating than the singularity of public speaking involved in stand-up comedy. Oddly, participating
in either style gives appreciative insight into the other — all the more reason upping audience attendance
at any kind of workshop provides cross-style support. As a valuable part in the enduring viability of the
comedy club this would be the primary area in which energy should be focused. Building community - a
valuable motivation for attendance — and skills to appreciate the artform are the central sustaining element.
Audience attendance numbers overall were higher in September and November — when the club offered

workshops.
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Communication Methods - Audience Development

Social media - specifically Facebook is the most effective communication avenue with almost half of
all surveyed respondents citing this medium as how they found out about the show. Word of mouth is
close second, followed by flyers/ posters. More than half of the respondents stated they have never seen
live comedy before and almost two-thirds were unfamiliar with improv but almost all knew of stand-up or
a stand-up comedian.

Reflecting the prominence of internet in our digital age, research finds that having a good understand-
ing of where target audiences are online is as good as if not better as knowing where they are in the city.
Most users stated that their first awareness of the club was digital — Facebook followed by Twitter leading
the way. The social element of the performance - pre and post-performance is a notable takeaway. Audi-
ence members on the aptly named social media will engage with the other community members, club
staff and in some cases with the comedian him/herself - building strong ties that prompt them to tend
the performance (and in some case workshops). Given that word of mouth is the next realm in which
people accumulate information, having a stronger presence amongst social groups in the community would
go a long way to improving audience attendance numbers as group dynamics also motivate those who

would not attend on their own to go with friends/ family to be social.

Demographics

Women aged 30 - 39 attend more than any other demographic. U.S. Americans, then Canadians,
then British citizens are the most attending nationalities.

This is surprising due to the low number of women that perform comedy across genres. The finding
implies that comedy venues could improve their attendance numbers using the principle of cultural
awareness through the tactic of representation by actively booking more female artists.

North Americans are the highest attending nationality which is of little surprise as it is the birthplace
and home of advancement for comedic arts in the forms that we see today. Speaking with respondents
from countries that value conformity and with a history of censorship or authoritarian rule (examples include
China, Thailand, Japan from the respondent group) they seemed to know the least about comedy styles
and types most often citing they had never seen live comedy, didn’t know any comedians and had never
heard of the Comedy Club Bangkok. Using the same cultural awareness principles as with women, more
efforts should be made to represent these nationalities in comedy to help grow attendance.

Highest attended performances in observation period : Tinder Hell, Barry Hilton, Dwayne Perkins

Conclusions from the top ticket sellers on the style that is most popular indicates stand-up comedy.
Assessing further, it is of note that the two performances of stand-up comedy featured well-known
professional comedians and the third event, an improv comedy show features a well-known element of
modern society — Tinder. It is no coincidence that name-recognition or branding for the audience development
of the shows played a part in the success of audience attendance. We can surmise that audiences are more
likely to respond to people, items and styles they are familiar with. Additionally, the management styles
for all three of these performances centered on identifying specific community targets — people that would

have some connection with the performance and pursuing this target segment. This is the most effective
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technique for marketing but in each case, it was coupled with a cultural awareness and representation of
that culture on stage (Barry Hilton — well known South African comedian performed material specific to
Africa, Dwayne Perkins — well known African American comedian performed material specific to American
and the experience of African Americans and the Tinder Hell show depicted dates relevant to daters.
Accessibility seemed to rank lowest in audience yielding principle and communicative tactic suggesting that
people will go further, pay more and seek out communication if the product is of value - i.e. — culturally
aware, relevant to their specific identity and of appreciable measure. Expectedly, some variation of all
management principles and tactics were used throughout the observational period to develop audiences
and sustain audience engagement. There was a smaller amount of crossover in the principles and tactics
used when developing and audience plan than originally anticipated. An argument could be made that in
order to increase audience numbers, all principles and tactics must be used to develop a well-rounded
plan for audience development on every event. Surprisingly, the English-speaking communities of Bangkok
are small but still highly sesmented and in order to elicit attendance, arts managers must by connecting

with some identifiable element.

Application for the Study

The findings in this study show that an important part of any audience development strategy imposed
by arts managers needs to include a targeted segmentation and interest in a cultural awareness point to
begin building rapport among the many groups of an audience and understanding of their online social
media movements. Audiences attended at a higher rate when educational/social elements were also
offered at the club. This seems crucial to building audiences as the social element along with improved
understanding of what kind of performance will be seen not only improves audience attendance but
provides attendees more authority to spread word throughout her communities. This study serves as a
resource for similar arts institutions looking to better understand audience behavior and principles to form
strategies for developing audiences. This study was limited to one venue over a period of three months
but multi-organizational studies across arts institutions and in different parts of a city with a longer research
period could provide more in-depth information about how organizations can build audiences for comedy

and the performing arts as a whole in international cities.
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Abstract

Virtual Reality (VR) is the technology that mix the real and the virtual world by using the aurasma
applications. Students became more excited to see the picture as they touched the real thing. In addition,
virtual technology allowed them to join in that activity directly. It showed that VR could be used to create
new form of presentation. The undergraduates could have the ability to manage their own and other
emotions, that is to say, to use their own intelligence to manage their own and other students’ emotions
according to age and position in society. This so-called ability helped create happiness with high emotional
intelligence into the students. For those who possessed high emotional intelligence, they were well-behaved,
logical and good-hearted persons. Therefore, the use of VR in teaching and learning for the undergraduate
students would help develop the students’ emotional intelligence.

Keywords : Emotional Intelligence; Virtual Reality; Aurasma; Undergraduate Students
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1) TUswnsu WolfWalk

uiInegndsuesnualslaunawn (North Carolina State University) lowaunlusunsaldan “wolfwalk” 1Ju
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Pl FouianadvfdeunFoutarannsaiannnssuinmuianuazersuaivesnuledlddnde

gﬂﬁ 1 TUsunsu Wolfwalk app
w1 : NC State University libraries (n.p.)
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gﬂﬁ 2 1Usunsu Wiggle Planet
11 : Wiggle Planet (2015)
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Abstract

This research aimed to 1) Study the Sufficient Economy Movement in the Area of Nongmaisung Sub-
district Administrative Organization with the participation of Nongmaisung Temple, Nongmaisung Sub-district
Administrative Organization and the Office of Community Development District. 2) Support and jointly drive

the Sufficiency Economy in the Area of Nongmaisung Sub-district Administrative Organization. The research
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The Sufficiency Economy Movement in Nongmaisung Sub-district Administrative Organization with the Participation of Nongmaisung Temple, Nongmaisung
Sub-district Administrative Organization and the Office of Community Development Uthai District, Phranakhon Si Ayutthaya Province

are combined (Mix Methods Research) both qualitative research and quantitative research. The results
showed that 1) the Sufficient Economy Movement in the Area of Nongmaisung Sub-district Administrative
Organization with the participation of Nongmaisung Temple, Nongmaisung Sub-district Administrative
Organization and the Office of Community Development District should start with the development of
personnel in the community to understand the activities of the Sufficient Economy “the foundations of
life is called 6*2” 2) Support and jointly drive the Sufficiency Economy in the Area of Nongmaisung Sub-
district Administrative Organization with the expansion and development of the network. by promoting
exchanges, learning and evaluation with 4 criteria, 23 indicators.

Keywords : The Sufficiency Economy Movement; Participation; Nongmaisung Sub-district Administrative

Organization
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